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Abstract 
The redefining of the security concepts during the last decades was seconded, in many countries, by a rejuvenation of the states 
projects on identity reconstruction. Public diplomacy, advertisement campaigns, nation branding initiatives are in the toolbox of 
the practitioners and governmental bodies alike. Security becomes a "label" desired by many governments, projecting thus an 
image of a seductive, safe and friendly country. To what extent the involvement of the private sector in building a strong 
dimension of the security within the nation branding projects is beneficial within the management of the state power logic? Does 
the things changed during the programs designed to communicate defense and security during a crisis? 
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1. Branding and nation branding 
The concept of security has been both widened and deepened during the last years. With the involvement of the 
private entities in crafting nation branding projects and influencing national policies on dimensions directly relevant 
to national identity, the narratives used to communicate defense and security evolved within the context of today’s 
international security. The security dimension of nation branding, acquired together with NATO and EU 
membership, might have a strong influence in constructing the narratives used by the national authorities to 
communicate defense and security policies during a time of a military conflict in neighboring countries or in the 
region.  
Defined as “the promise, the big idea, and the expectations that reside in each customer’s mind about a product, 
service or company” (Wheeler, 2006, p. 4), or as “a set of associations linked to a name, mark or symbol associated 
with a product or service, a name becomes a brand when people link it to other things” (Castellion, 2007, p. 184) 
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brands transcended the commercial arena into national branding initiative, region and place branding projects, 
developing strong associations with important dimensions on day to day life of the ordinary citizen, as safety and 
personal/societal security needs ones. 
Having a country image re-tuned is an important task for many countries today for different reasons - more 
foreign investments, “repairing” a “bad image” (violence, high crime rates, pandemics, terrorist attacks), attracting 
more tourists (Tony Blair’s “Cool Britannia”) a new stand and, based on this, hopefully more power derived from its 
image. International relations scholars devoted a considerable amount of work to delineate the importance of 
country’s image in the international arena when it  comes to influence, credibility and “soft power” (Joseph S. Nye 
Jr., 1990, 2004) in today’s societies. 
If,  using  Nye’s  terminology,  power  means  the  ability  to  get  what  you  want  from  others  (using  coercion  or  
inducements) then soft power would be the ability to shape the preferences of others, by influencing and convincing 
them (by sometimes sharing the same worldview, values and cultural dimensions). Within this framework, image 
and reputation are generating power, the better image being constructed, the powerful holder shall be. 
Following Anderson’s “imagined communities” formula (Anderson, 1983) one might ask about the possible 
evolution of the relationship between re-imagining national identities throughout nation branding projects, using 
particular choices made by the in power elites or international consultancy companies, and the evolution of the 
different national projects in their most basic network of images, myths, values and socio-cultural environment. 
Does we have a converging process? Brand narratives require a thematic unity, a coherent message and a disciplined 
and planned dissemination process, to reach every single touch point where the prospective targeted people will 
interact  with  the  brand,  as  a  must  to  create  an  enjoyable  experience  of  the  brand  (of  the  nation  or  the  place).  As  
Kaneva and Popescu (2011) pointed out, this kind of “state-sponsored campaigns end up hijacking broader internal 
debates about national identity and efface the political nature of identity construction” (p. 202) and embarking in this 
endeavor to rearrange significant dimensions of the social fabric, usually outside the “natural” logic of the evolution 
of targeted communities it’s a risky project.  
Understanding narratives as systems of organized stories that provide a coherent view of the world filled with 
patterns that fit the data of everyday life (social structures, people and actions), we now see that people uses 
narratives as a mental “shortcut” to figure out what is happening in their environment and how their world 
works. Based on these pre-constructed patterns, they have certain expectations, in fact an entire web of expected 
future actions as a follow-up of past events, a grid in which we incorporate any new information we come across in 
order to make sense and guide our reactions. In this context, the Anderson’s “imagined communities” will go 
through an “invention of tradition” process, managed by the in-power authorities, and the new identity will be based 
on “what has been selected, written, pictured, popularized and institutionalized by those whose function it is to do 
so” (Eric Hobsbawn, 1983, p. 13). In this nexus, nation branding campaigns, usually outsourced to private 
corporations, national or foreign ones, selects, simplifies, fragmented and substantiate only those aspects of a 
nation’s identity that fits the goal to increase the nation’s marketability. As Jansen (as cited in Kaneva, 2011, p.131 ) 
points out, “branding not only explains nations to the world but also reinterprets national identity in market terms 
and provides new narratives for domestic consumption” and thus influencing internal branding. For Anholt (2006), 
national identity and national brand are virtually the same thing, because “nation brand is national identity made 
tangible, robust, communicable, and, above all useful” (p. 77), with the technical distinction on the difference 
between brand identity (the core concept, the logo, the slogan, clearly expressed) and brand image (the perception of 
the brand that exists in the mind of the consumer - memories, different  associations, past experiences) in developing 
the project (p. 19). 
National security strategies claim to be one of the main instruments to guard and help protect the country’s 
national identity. Usually, the guardians of national security, under the scrutiny of democratic elected political 
structures, are authorities acting within the defense and security arena. But nation branding campaigns “puts the 
power to articulate national identity into the hands of marketing and branding experts” (Kaneva and Popescu, 2011, 
p. 203) and, by doing this, will transform civic space into a “calculative space”, a space that is “constituted by 
marketing data, actions and decision based on commercial calculus rather than conceived in terms of social 
relations, identities, history and shared values, or even governance patterns” (Cronin, 2003, p.18). It is possible that 
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calculative space might alter the existing representation and understanding of the reality, even sustaining a “new 
type of reality”, which reality, in turn, will generate “new expectations” towards that reality. 
The commodification of regional and national identity seems to led us to a new understanding of the nation, both 
as an ethno-historical project (with its flag, heroes, iconic events, cultural heritage, and a multiplicity of identities 
under the same “umbrella”) and as an actor in the international arena. Within the nation branding community of 
practice, two important features are stressed: an extensive analyze to develop key components of national identity, 
based on symbols, images, rituals, shared memories and associated practices, both “traditional” (the oldest the 
better) and “modern” (invented ones) and a communication strategy, tied to the imperative to project those elements 
in a structured and unified way. Either we call it “social imaginary - that common understanding that makes possible 
common practices and a widely shared sense of legitimacy” (Taylor, as cited in Kaneva, 2011, p.123), or cultural 
bricolage, understood as a “mental ability or characteristic developed for one purpose is now put to many different 
purposes” (Balkin, 1998, p. 194) the outcome will be a new strategic narrative. We might ask ourselves if it is not 
possible, in this context, with nation branding apparently moved beyond the realm of ideas, to have all those 
projects, run by private entities under a liberal market logic, influencing, on the very same logic, national policies on 
dimensions directly relevant to national identity. 
2. The concept of security 
After the end of the Cold War, there were many studies promoted the need to refocus the research on security, to 
go beyond the military security of the state, and include, for instance, economic, ecological and domestic aspects of 
security. With the broadening concept of security, to include political, economic, societal and ecological security 
dimensions, the “Copenhagen School” made a strategic shift in understanding security. The new concepts’ 
framework of “societal security” focused on identity - understood as the ability of a society to maintain its language, 
culture, religion, national identity (Wæver, Buzan, Kelstrup, Lemaitre, 1993), complementing the state security 
(focused on sovereignty as the core value) and the idea of “securitization” (Wæver, 1995) the understanding of the 
dynamics between the state and the individual was restated. Following constructivist security studies, with an 
emphasis on security communities (Adler and Barnett 1998, as cited in Smith, 1999, p.76) we have a new 
understanding on building security through community rather than only throughout power, constructing security 
through collaborative projects and common initiatives and actions in international politics arena. This approach will 
change also the narratives used by the national authorities in communicating security related themes.  
During the last 25 years, the Romanian security strategies evolved to an emphasis on the individual, instead of a 
state solely, with a special focus on the community, based on democracy, market economy, freedom, human rights 
and national interests. From values and principles, the national security will be dealing also with identity, national 
identity more precisely, and the subsequent political discourse associated with it. In 2006, The National Security 
Strategy acknowledging the Romanian new statuses as both NATO member (April 2004) and EU member (January 
2007) does not focus much on domestic vulnerabilities but on asymmetrical, unconventional, non-military threats 
and risks to national security (unpredictable and transnational). There is a recognized need to balance the priorities 
given to the state and the individual in providing a strong economy, wealth and education for the Romanian citizens, 
as very important domains to be used as pillars of security and security building actions. The focus now will be on 
the dynamic relationship between security-prosperity-identity (national one) and a truly participation of the civil 
society in discussing the strategy and in obtaining the population’s support for the actions required by the 
“community of the institutions involved in the security arena” (The National Defense Strategy - 2010). 
3. Security branding. International security brands - NATO and EU 
Created in 1949 with the essential purpose to safeguard the freedom and security of its members through political 
and military means, NATO was evolving into a strong International Organization, which promotes democratic 
values and is backed by a powerful military capacity. NATO covers a total population (the member states’ one) of 
906,002,051 people and the “deployable” military forces of NATO were, in 2011, about 3,370,000 personnel 
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(NATO Public Diplomacy Division). Security related initiatives and programs developed by NATO or with the 
support of the organization will bring the non-NATO countries working in a web of projects, programs and 
agreements with NATO to enhance the security in different areas to an impressive number of 41 different countries 
(NATO partners as of August 2014), with a population of 951,586,195 (data compiled from UN Statistic Division). 
NATO is dealing with the peace and security related issues of 1,857,588,246 peoples from 69 countries. One third of 
the UN countries, housing a little more than 25% of the whole humankind, have their lives somehow related to 
NATO actions as a driver for security arrangements and peace promoter from the standpoint of a political-military 
organization. 
Although there is no formal institutional approach to guide and nurture a powerful NATO brand as a standalone 
project, based on the in place procedures in the branding industry (Tybout and Calkins, 2005) starting, for instance 
with a competitive brand audit (identify competitors; research; determine positioning; identify key messages; 
examine visual identity, naming system for products and services, descriptors and domains; examine brand 
hierarchy; experience the competition) scholars and practitioners alike (van Ham, 2008;  Laity, 2013; Wolff, 2014;  
Seib, 2014) are talking about sustained actions aimed to promote and enhance strong NATO and EU security 
brands. So far we didn’t see a coherent approach made by NATO or EU to delineate, deliberately, its own frame of 
reference (understood as the goal that the brand promises to achieve) in which to anchor its positioning platform 
(intended meaning for a brand in consumer’s minds), the point of difference (how this brand is superior to other 
alternatives within the same frame of reference), functional (in a form of tangible features) and emotional benefits 
(building an emotional connection of the customer with the brand and shifting the emphasis from the brand to the 
user and the feelings experienced by using the brand).  
Security has become an important dimension in promoting places and nations, while “the marker of security has 
become a scarce commodity” (Van Ham, 2008, p.191), and now there is a serious competition for a place in the 
mind of the global audience as a “secure” destination/country to be visited, to invest/study or do businesses in. 
Moreover, equally important seems today to be associated with a recognized security provider, such as NATO and 
EU, which offer credibility, prestige and good positioning platform. The EU project promise to preserve the peace in 
Europe was kept so far mainly using its normative power, and the communications strategies were developed to 
strengthen the EU’s image and identity as an important economic global player, but less as a military power. As it is 
now, NATO has a strong security brand, while the European Union is acquiring one, and new member states of both 
organizations are “wear” their “badges” as signs of achievement and recognized performance. 
The security dimension is used, extensively, in crafting of region or nation brand architectures, or re-
tuning/repairing a damaged image, as it was in the case of Madrid (after terrorist attacks in 2004), Israel (Israeli–
Palestinian ongoing conflict), Miami (1990s high crime rate in the city which dropped city’s hotel occupancy by 
50% case (Avraham and Ketter 2008, p. 211) to name only few cases. 
4. Conclusion - from security branding to changing narratives 
Narratives developed by Romanian politicians to communicate defense and security during the first part of the 
2013/2014 Ukrainian crisis are, in general terms, drown from a fear of confrontational mind-set logic. The themes 
communicated were related mainly to the economic dimension of the national security, with few mentions on the 
energy security issue. Re-conceptualizing security during the last two decades led to a changing in the narrative used 
by the Romanian authorities. Even if the crisis seems to be escalated towards a military confrontation, the influences 
on the Romanian security is worded mainly in economic terms, without almost any relevant mention of the military 
dimension. NATO, as a security provider is being used as a marker in shaping the perception of the threat at the 
general public level. Using Transatlantic Trends Survey data (2004-2012) we’ve noticed that the level of confidence 
in NATO, as an organization “essential to the country’s security” was constantly above 60% for the Romanians. In 
an INSCOP opinion poll from May 2014, 60,2% of the respondents declared that,  if  shall be a military conflict in 
the  region,  Romania  will  be  protected  by  NATO,  while  in  June  2014,  the  IRES  poll  revealed  that  66%  of  the  
respondents are convinced that NATO itself could provide all the necessary means to protect Romania if needed.  
For the Romanians, EU is also perceived as a security provider if not by military means, than through its 
normative and economic power. According to Eurobarometer reports, during the period from 2007 to 2014, the 
percentage of the Romanians associating the EU with peace is constantly high (28%-32%). The changing of the 
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narrative on the defense and security field, influenced by the new attributes of security brands, such as NATO and, 
surprisingly EU, led during a crisis situation to a new situation. The two above mentioned security umbrella brands 
took the primacy on defining the understanding of the military security dimension of the Ukrainian crisis for the 
Romanians, somehow leading to “outsourcing” the security responsibility to those organizations. The understanding 
was that the Alliance will, if needed, activate its raison d’être as a collective military organization committed to 
Article 5, and will protect the country and the Eastern area, with the military responsibility being, primary, their 
responsibility (seconded by EU as a peace protector). 
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